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DEAR CLIENT: THIS BOOK 
WILL TEACH YOU HOW  
TO GET WHAT YOU WANT 
FROM CREATIVE PEOPLE  
 
By Bonnie Siegler 
New York, NY: Artisan Books (2018) 
Kindle edition 
 
Reviewed by LARRY BAILEY 
 
As a pastor, I’m always interested 
in new materials and methods that 
can enhance the communication and 
creativity between clergy and laity. 
On both sides, there have always 
been certain expectations. When I 
first came upon this book title, Dear 
Client: This Book Will Teach You How 
to Get What You Want from Creative 
People, I was immediately captivated. 
I reasoned that there were many cre-
ative individuals in my two congrega-
tions. Here’s a book, I thought, that 
will help me to get more productivity 
out of reluctant church members. 
However, Siegler, a graphic designer, 
writes to the contrary.  
I assessed that Dear Client can  
significantly aid in communications 
between congregants and church 
leaders. From my perspective as a 
pastor, I read the book as if it was 
entitled Dear Member: How to Get 
Greater Creativity from Your Pastor 
and Other Church Leaders. In 
essence, Dear Client is more about 
how to draw out greater creativity 
from the entity hired than from the 
entity doing the hiring. Her argu-
ment, as a professional designer, is 
that once clients have communicated 
their wants to the hired professional 
designer, they should not thereafter 
try to do the work of the professional 
designer; the art of creativity should 
be left to the designer. With this rec-
ommendation, however, in terms of 
church operations, I feel that some 
caution should be exercised. Some 
church leaders, given their propensi-
ties, can take this notion of “exclu-
sive creativity” to a level bordering 
on autocracy. 
In her introduction, Siegler com-
pares two types of clients, which I 
have found also exist in the local 
church. She notes that: 
Whenever designers get togeth-
er, we complain about difficult 
clients. We’ve all had them. 
Relationships that began with 
optimism and promise descend-
ed into bad feelings. Egos and 
insecurities are powerful nega-
tive forces. Some clients who 
want to appear smart confuse 
asking questions with appearing 
stupid. Or they think they 
should already know the 
answers. Others believe that 
since we work for them, we’re 
simply obligated to just do what 
they want even when we think it 
is wrong. (loc. 154)  
That attitude indeed reminds me of 
ministry. 
Whereas I chose this book because 
I was initially thinking in terms of 
how to get more creative results from 
clients, which in the church setting 
would be represented by “creative 
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members,” Siegler’s book was written 
to achieve the exact opposite results. 
She suggests less creativity from the 
client to not interfere with the profes-
sional creativity of the designer, who 
has been hired to come up with fresh 
new concepts and winning designs.  
She writes, “Ironically, there are 
many books for designers about how 
we can better work with clients, 
which are useful. Most of us want to 
understand you, so we can improve 
the process. But, as far as I know, 
there are no books to help clients bet-
ter work with creative people, who 
are a unique species with a unique 
language and not-so-unique insecuri-
ties” (loc. 180). As a successful 
graphic designer, she describes in 66 
lessons how better communications 
between designers and their clients 
can render more positive working 
relationships and results.  
Of her fellow tradesmen, she 
states: 
Creatives are more often than 
not sensitive souls, a quality 
that helps us create great work. 
But this quality also means that 
we work better with people who 
are trusting and positive. 
Although most creative work is 
about problem-solving, it’s also 
about the human connection 
between us and the client.  
(loc. 206)  
This is especially true in terms of 
clergy and laity. Of the 66 lessons 
given, all of which are very good, the 
ones most meaningful to me in terms 
of church operations were, “Be 
Honest,” “Have Clarity of Purpose,” 
“Decide Who Will Decide,” “Be Open 
to Things You Didn’t Imagine,” “Be 
Confident, Not Arrogant,” and “The 
Power of Encouragement.” I will 
share insights on only a few of those 
I have mentioned here. 
● Honesty: “Be honest about every-
thing because, truth be told, that’s 
the surest way to get the best 
work. And the alternative is just a 
waste of time, energy, and trust” 
(loc. 234). 
● Clarity: “A clear understanding of 
your primary business objective is 
crucial” (loc. 273). This is good 
advice not only for the business 
community but works equally well 
in the church. 
● Arrogance: “Confidence is a beau-
tiful thing. It’s based on reality–
you know who you are, what 
you’re doing, and, most important, 
what you don’t know. Someone 
who is confident brings out the 
best in everyone. When you get 
praise from a confident person, 
you work harder to get that praise 
again. When you are criticized by a 
confident person, you take it seri-
ously because you know they only 
do so with good reason. 
Arrogance, on the other hand, 
rarely gets you what you want 
from a creative. It’s based on inse-
curity or fear, both terrible drivers. 
You (subconsciously?) need to put 
other people down to give the 
impression that you, in fact, know 
everything and everyone else is 
inferior to you. It never works” 
(loc. 1105). 
● Encouragement: “The power of 
encouragement can’t be overstat-
ed. Creative brains thrive on psy-
chic payments, so I recommend 
you heed this advice in good times 
and bad” (loc. 1133). 
I highly recommend reading this 
book. There were certain troubling 
chapter titles and an occasional word 
that violated my principles of “what-
soever things are lovely,” but on the 
whole, the counsel given was well 
received. With the changing of 
church dynamics today, as laity is 
becoming more vocal and determined 
in their expectations of church lead-
ers, both entities must revisit and 
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clarify what those expectations are, 
especially as we think in terms of 
organizational structure and future 
sessions. 
 
LARRY BAILEY is currently the pastor of the Triana 
and Alpha Seventh-day Adventist Churches, located 
respectively in Madison and Decatur, Alabama. 
 
 
STICKY LEADERS:  
THE SECRETS TO  
LASTING CHANGE  
AND INNOVATION 
 
By Larry Osborne 
Grand Rapids, MI: Zondervan (2016) 
Paperback version, 173 pages 
 
Reviewed by SHAWNA CAMPBELL 
 
Respected pastor and author, Larry 
Osborne, has contributed to the guid-
ance of developing leaders who can 
use change to alter what has previously 
been done. Innovation produces some-
thing new, something that has never 
been done. Osborne states, “Both have 
one common thread: the more that 
they’re needed, the more they will be 
fiercely resisted” (loc. 17). This explains 
why two of the most challenging exer-
cises in leadership are successfully 
directing the change process and intro-
ducing innovation. Osborne stresses 
that with any new venture, failure is 
inevitable and the surest result. This is 
called a “dirty little secret” in leader-
ship, but once it is understood, it can 
bring both stability and creativity to 
organizations, especially with leader-
ship that focuses on innovation, cre-
ativity, and problem-solving. 
The strongest takeaway from 
Osborne is how relevant the book is 
to current ministry. For an idea to 
work, innovation and positive change 
must be able to work in the real 
world and be accepted by the organi-
zation or church in which it is being 
implemented. That is useful because 
both seem equally important as we 
all strive to make a difference. The 
secret to becoming an innovative and 
creative church is found in the right 
kinds of ideas, and launching the 
right types of products, programs, 
and initiatives. A church in need of 
renewal will have constant change 
that feels a little like whiplash. 
Osborne writes about the evolution 
of a deeply held tradition. Every 
church has something that needs to 
be revised, or the purpose needs to 
be re-evaluated, but change is slow 
in coming because of deep-seated tra-
dition that members cannot let go. 
“Dysfunctional structures will run 
any organization into the proverbial 
wall. And if something isn’t done to 
change them, the organization will 
inevitably shrink to a size that per-
fectly fits its policies, procedures, 
and structure” (loc. 129). How true 
this is of churches!  
The book gave four essential 
points to take away that will con-
tribute to the way leadership hap-
pens. First, innovation must be flexi-
ble and widely accepted. Osborne 
introduces the concept of “serial 
innovators”–leaders who try new 
things, think outside the box, and 
take careful, calculated risks. He 
says, “Healthy organizations . . . 
can’t just focus on the past. They 
must also think about creating the 
future . . .” (loc. 30). If a “better” 
solution isn’t widely adopted, it’s an 
invention, but not an innovation. 
Some churches encourage innova-
tion, while others kill it.  
The second point is about leader-
ship. Leaders cannot avoid failing, but 
good leaders keep mistakes from 
becoming fatal. This is sound advice 
for every pastor! The key to this is to 
“plan in pencil” or be flexible. Leaders 
should guide principles instead of 
rigid policies. As was discussed, coer-
cion in absolutes does not work.  
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